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Bridgehampton Horse Country
6 BEDROOMS | 7.5 BATHS | 6,500 + SQ.FT. | 1.04 ACRES | $6,500,000

Set on a private, gated acre in Bridgehampton Horse Country, this beautifully renovated traditional, originally built in 2012 and updated in 2023, is now offered
for sale for the first time. Surrounded by lush landscaping, the property features a heated gunite pool and spa, outdoor kitchen, covered porch with fireplace,

outdoor shower, and half basketball court. Inside, the home includes a double-height entry, living room with folding glass wall, gourmet kitchen, butler’s pantry,
formal dining, den, and a junior primary suite. The upstairs primary suite offers a private terrace, office, and luxurious bath, with three additional en suite bedrooms.

The finished lower level boasts a gym, theater, recreation room, and guest suite. Located minutes from ocean beaches and Main Street,
this turnkey estate blends luxury, comfort and convenience.

Dana Trotter
(631) 379-3236 | DANA.TROTTER@THEAGENCYRE.COM | MANAGING PARTNER – LICENSE # 30TR0845852

THEAGENCYHAMPTONS.COM
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Leading 
With Vision
Michael S. Liebowitz 
Ushers In A Bold New 
Chapter At Douglas Elliman

By Ty Wenzel

W hen Michael S. Liebowitz 
became CEO of Doug-
las Elliman in October 
2024, he brought a unique 

combination of �nancial discipline, entre-
preneurial spirit, and a strong understand-
ing of luxury. With experience building and 
growing companies in �nance, insurance, 
and hospitality, including owning the famous 
Mondrian South Beach, Liebowitz is now ap-
plying that knowledge to one of the country’s 
most renowned real estate brands.

�is is a crucial time for the industry. Tech-
nology is changing how buyers behave, and 
increasing global wealth is driving demand 
for lifestyle-oriented properties. Liebowitz 
aims to position Douglas Elliman not just 
to compete, but to lead. His method focuses 
on strategy and the human aspect: investing 
in innovation, enhancing the agent experi-
ence, and creating a platform that combines 
personal service with modern infrastructure. 
Recent initiatives, such as the launch of Elli-
man International and a stronger emphasis 
on brand consistency, show how Liebowitz 
is steering the brokerage into a new era. It is 
grounded in its rich legacy but redesigned for 
the future.

You’ve spent much of your 
career acquiring and 
growing companies across 
multiple industries. How are 
you applying that experience 
to Douglas Elliman’s next 
phase of growth?

I’ve always been drawn to businesses that 
have strong brand recognition but even 
greater potential. What’s exciting about 
Douglas Elliman is that it’s already an iconic 
brand with an incredible foundation. What 
we’re focused on now is how to scale that in a 
substantive and sustainable way. My experi-
ence in growing companies across �nance, 
insurance, and hospitality has taught me how 
to identify value, optimize operations, and 
invest in talent and innovation. At Elliman, 
that means expanding our reach, empowering 
our agents, and identifying smart opportuni-
ties for growth, whether they’re geographic, 
technological, or service-driven.

What does Douglas Elliman’s 
brand and culture mean to 
you, and how do you see that 
evolving under your 
leadership?

�e heart and soul of both the brand and cul-
ture of Douglas Elliman is entrepreneurship. 
It’s one of our greatest strengths. �is is a 
company where drive, creativity, and personal 
relationships matter — and we intend to keep 
it that way. My role is to amplify that culture 
by removing roadblocks and o�ering our 
people the tools, support, and platforms they 
need to build their businesses. We’re evolving 
by being more nimble, more digitally savvy, 
and more aligned as a national force, without 
losing the local �avor and agent-�rst ethos 
that de�ne us.

Given your history in mergers 
and acquisitions, do you see 
Douglas Elliman pursuing any 
to strengthen its market 
position, particularly with 
rumors about an offer from 
Anywhere Real Estate?

It’s not unusual for public companies, 
especially ones with a strong brand and 

market presence like Douglas Elliman, to 
be the subject of speculation. As a matter of 
longstanding policy, we don’t comment on 
market rumors. What I can say is that we 
are laser-focused on executing our strategic 
plan, strengthening the business, and creating 
value for our agents, clients, and shareholders. 
We have a premium brand and an incredibly 
talented team, and we’re making meaningful 
progress in key areas like global expansion, 
development marketing, and technology. Our 
attention is on delivering excellence and driv-
ing smart, sustainable growth.

What are your top priorities 
for Douglas Elliman in the 
near term?

My �rst priority since becoming CEO in 
October has been to listen and really under-
stand what our agents and leadership need to 
be successful. From there, it’s about driving 
operational excellence, strengthening our 
technology backbone, and ensuring we’re 
delivering best-in-class service across all mar-
kets. We’re also looking closely at branding 
and agent support to make sure everything 
we do re�ects the sophistication of the Elli-
man culture and the evolving needs of today’s 
agents, buyers, and sellers.

How do you plan to balance 
the traditional real estate 
brokerage model with the 
innovative technologies and 
new businesses you’re looking 
to explore?

I see it as complementary, not competitive. 
�e brokerage model works when it’s agent-
centered and client-focused, but that doesn’t 
mean it should be static. We’re investing in 
technology that enhances e�ciency, insights, 
and reach, but does not replace the human 
element. Innovation for us means being 
smarter, faster, and more connected so our 
agents can focus on what they do best: build-
ing relationships and closing deals.

You’re known for working 
with large financial services 
companies on complex 
insurance and M&A deals. 
How might that financial 
perspective influence your 
leadership of Douglas 
Elliman?

�at perspective brings discipline. I tend to 
look at the macroeconomic environment, 
cash �ow, risk, and long-term value creation 
— even in a people-�rst business like real 
estate. It helps in identifying strategic growth 
areas, ensuring we’re allocating resources ef-
fectively, and building a company that’s as re-
silient as it is ambitious. At the end of the day, 
the numbers have to work, but so does the 
culture. �at balance is where success lives.

Given Douglas Elliman’s 
significant volume and the 
competitive landscape, how do 
you see the company 
differentiating itself in luxury 
markets like the Hamptons, 
Manhattan, and Miami?

What sets us apart is not just volume; it’s the 
level of service, the caliber of our agents, and 
the trust we’ve built over decades. In markets 
like the Hamptons, Manhattan, and Miami, 
buyers and sellers expect more than just a 
transaction — they want expertise, discre-
tion, and access to our singular brand of high-

touch service around the world. Our agents 
deliver that, backed by unmatched marketing, 
local knowledge, and global reach. We’re 
doubling down on that value proposition with 
deeper investment in training, marketing, 
agent tools, and our newly launched global 
division, Elliman International.

Owning the Mondrian South 
Beach Hotel suggests you’re 
deeply engaged with luxury 
hospitality. How do you see 
the worlds of luxury real 
estate and hospitality 
continuing to intersect?

�e lines are already blurred, and I think 
that’s a good thing. High-end buyers are look-
ing for lifestyle as much as location. Whether 
it’s marketing and selling branded residences, 
�ve-star service, or experiential amenities, the 
expectations are changing. My background in 
hospitality informs how I think about agent 
and client experience. If you are in the real 
estate business and you have yet to adopt a 
hospitality mindset — anticipating needs, 
delivering white-glove service, and creating 
emotional connections — you have missed 
the boat.

What role do you think 
innovation and technology 
will play in shaping Douglas 
Elliman’s future, especially 
given the rise of AI and 
proptech in real estate?

Technology is already transforming how 
people search for homes, how agents market 
properties, and how deals get done. At Doug-
las Elliman, we’re leaning into that transfor-
mation by prioritizing tools that help agents 
move faster, uncover new opportunities, and 
better serve their clients.

But it’s never tech for tech’s sake. Innovation 
has to simplify the process and strengthen 
results. AI, for example, enhances personal-
ization, automates backend tasks, and frees 
agents to focus on building relationships and 
delivering exceptional service. Technology 
cannot replace agents, but it can empower 
them.

�at philosophy drove the launch of Elliman.
com and Elliman Inspirations, our new AI-
powered platform that reimagines the luxury 
home search. We’ve created a more personal-
ized, collaborative, and intuitive experience, 
where agents can guide clients through an 
intelligent, branded environment that learns 
their preferences and delivers hyper-relevant 
listings. Clients can search by image, pin 
inspirational photos, create mood boards, and 
organize properties into custom collections, 
all while collaborating in real time with their 
agent.

At the same time, World of Elliman, our digi-
tal lifestyle hub, brings the full essence of our 
brand to life — connecting clients not just to 
properties but to the passions and pursuits 
that re�ect how they want to live.

�at’s the power of proptech when it’s aligned 
with a luxury brand: it elevates service, deep-
ens relationships, and turns a transactional 
process into a truly personalized journey.

You recently announced the 
launch of Elliman 
International. What inspired 
this new global initiative, and 
what does it mean for the 
future of Douglas Elliman?

Elliman International is a major step forward 
in our evolution as a global luxury real estate 
brand. �e world has gotten smaller — our 

clients are international, their portfolios 
are international, and their expectations for 
service know no borders. �is initiative con-
nects Douglas Elliman agents directly with 
ultra-high-net-worth individuals, family of-
�ces, and real estate professionals around the 
globe. By building our international platform, 
we’re giving our agents and clients access to 
a powerful global network with a strategic 
focus on key markets across Latin America, 
Europe, the Middle East, Asia Paci�c, and 
other emerging wealth centers.

We’re not chasing volume. We’re focused on 
substance, relationships, and opportunity. 
From activating services for existing Elliman 
clients to recruiting world-class agents and 
aligning more strategically with global part-
ners, Elliman International sets the stage for 
our next era. It’s not just an expansion — it’s a 
transformation that positions us as the world 
leader in luxury real estate advisory.

On a personal note, what 
leadership principles or values 
do you bring to this new role, 
and how do they align with 
Douglas Elliman’s future 
vision?

I lead with transparency, accountability, and 
partnership. I believe in empowering smart 
people and giving them room to lead. It’s a 
collection of ambitious individuals who thrive 
in an entrepreneurial environment. My job 
is to guide the vision and foster collabora-
tion and execution to ensure we’re building 
something that lasts. I want our agents and 
clients to feel that they’re part of something 
meaningful and that we’re all moving forward 
together.

To learn more about Liebowitz, visit 
douglaselliman.com.

Photos courtesy Douglas Elliman
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Few in the �eld of garden design 
bring the same depth of artistic 
insight as Geo�rey Nimmer, 
founder of Geo�rey Nimmer 

Landscaping, based in the Hamptons. 
Coming from modern dance, Geo�rey sees 
every project as an evolving choreography, 
creating gardens that combine dramatic style 
with environmental awareness. He also cut 
his teeth as an intern and then as estate gar-
dener at the Watermill Center under Robert 
Wilson’s tutelage.

From the deliberate positioning of indig-
enous trees to the rhythmic interplay of 
plantings and structures, every environment 
he designs is a living work of art — one that 
develops in tandem with its environment 
and the people who live there. In this illu-
minating interview, Geo�rey discusses how 
a dancer’s awareness of space, rhythm, and 
�ow became the base for a practice as mind-
ful as it is artistic, thereby creating deeply 
resonant spaces with both the land and the 
lives they shape. 

You began your career as a 
modern dancer. How did that 
background shape your 
understanding of space, 
rhythm, and flow in garden 
design?

As a dancer, you are trained to be aware of 
how you move through space. And how 
juxtapositions of movement and stillness 
a�ect that space. I worked with a choreog-
rapher who, when asked once why there 
wasn’t partnering or touching in her dances, 
replied, “I touch the space.” �at stuck with 
me, and I’m always looking for how my de-
signs touch the space. I �nd it so satisfying 
to set up rhythms in my designs that I o�en 
refer to as choreography.

What inspired you to 
transition from performing 
arts to horticulture and 
eventually launch your 
landscape design firm?

It is hard to leave something as inspiring 

as being a dancer. I felt really lucky to have 
something else, landscape design, that I 
was equally passionate about. When I was 
still dancing, but transitioning to landscape 
design, people would always question how 
I could go from dancing to landscaping. My 
response was that they are more alike than 
they are di�erent; they are both physical, 
they are both creative, and most importantly, 
they are both about time and space. I loved 
the look of understanding that I always 
received.

Your work is known for 
blending ecological sensitivity 
with lasting style. What does 
that balance look like in 
real-world projects?

For me, lasting style is a direct result of 
ecological sensitivity. When landscapes are 
designed with ecology in mind, by choos-
ing the right plant material for the site 
conditions, they can thrive without a lot 
of intervention, particularly chemical. �e 
landscape grows, changes, and becomes 
sustainable, which is its lasting style. While 
I mentioned earlier that landscape design 
is about touching the space, at the same 
time, being ecological or sustainable means 
touching the space with sensitivity and 
meticulousness, creating landscapes that 
naturally succeed over time. In the years 
that I have been in business, I �nd more and 
more clients understand and want that type 
of design.

You’ve said a landscape 
should be a work of art. What 
makes a garden feel artful to 
you?

Landscape design is the same as choreog-
raphy in that it uses patterns, relationships, 
rhythm, and light to move you. I try to apply 
that idea to my work. I can set up a rhythm 
in a planting and then alter that rhythm in a 
way that can be whimsical, or sad, or chal-
lenging in some way. I can put a static ob-
ject, a sculpture, or a boulder in a dynamic 
meadow, and the contrast can evoke an emo-
tion. Just like any other art form, a landscape 

can be incredibly moving in a completely 
non-verbal way.

When starting a new project, 
how do you approach 
understanding both the site 
and the client’s personality?

I always try to apply the concept of genus 
loci to each of my projects. I look to under-
stand the distinctive qualities of a place and 
try to design in harmony with its existing 
character. �is relates directly to being 
ecologically sensitive, paying attention to the 
speci�c site conditions, and knowing what 
plants will thrive in those conditions. As well 
as taking into consideration architecture 
and how my landscape design can enhance 
it. Another way landscape design relates to 
choreography is that they are both processes. 
I enjoy getting to know my clients and their 
needs through the process, and I love the 
process over time. Both the time it takes to 
develop a master plan, as well as the time it 
takes to watch the landscape evolve.

What are some native plants 
or sustainable practices you 
find especially effective on the 
East End?

We have so many beautiful native trees here. 
I use Nyssa sylvatica, Juniperus virginiana, 
Magnolia virginiana whenever possible, and 
Liriodendron tulipifera is breathtaking. In a 
certain way, lawns are the enemy in organic 
landscapes, but people want and need some 
lawn. I have had great success promoting 
organic lawns through correct cultural prac-
tices. It is fairly easy and economical. �ere 
may be a need to let go of certain expecta-
tions about what a lawn should look like; 
there may be some clover, some dandelions, 
some moss, but in general, I �nd clients have 
been open to it. Particularly when they real-
ize their lawn is safe for babies and pets to 
roll around in.

Have client expectations 
changed in the Hamptons 
over the years, especially since 
more people are living here 
full-time?

�ere has been a big change in how people 
view their landscape as a result of living out 

here full-time. It became very apparent dur-
ing the pandemic. People had no idea what 
their property looked like in the winter, or 
how it changed from winter to spring to 
summer. �ey became more aware of the 
process, the growing, changing, evolving 
elements of their properties. �is is what 
having a garden is all about.

What’s one project that deeply 
resonated with you — and 
why?

I have a few, but one that comes to mind is 
a meadow I created for the front of a really 
beautiful, modern, minimalist home. It was 
a bold move on the clients’ part to under-
stand the concept of something other than 
a manicured lawn setting o� the beautiful 
architecture. �e meadow has its rhythm 
and so�ness, which play against the bold 
building, illustrating the juxtaposition I 
mentioned earlier, which becomes incred-
ibly moving.

You often phase installations 
to be both economic and 
strategic. How do you ensure 
that beauty is still achieved at 
each stage?

With a thoughtful, considered master plan 
in place, the landscape can be developed 
over time based on budget. We can plant 
just one element of the design, a tree, for 
instance, creating some enhancement, 
knowing that as the property is developed 
over time, that element still makes sense.

Your time at the Watermill 
Center sounds formative. 
What did you learn there that 
continues to influence your 
work?

My time at the Watermill Center, as well as a 
trip to Japan, really illustrated that landscape 
design is an art form. I consider Robert 
Wilson such a great artist, and he was and 
still is so into his landscape. I loved being 
a part of that. From my time working with 
him, I learned to be very meticulous and 
pay attention to every detail. I know anyone 
who knows him knows what I mean. �e 
Watermill Center also clearly illustrates the 
idea of time and change. I go there now and 

The 
Rhythms 
Of Nature
Geoffrey Nimmer Landscapes 
Ecologically Inspired Designs

By Ty Wenzel
see things that I did (a long time ago), that 
are continuing to grow, change, and evolve.

How do you incorporate your 
yoga practice or sense of 
mindfulness into the way you 
design or interact with the 
land?

Yoga teaches us that we are not separate from 
the world around us; we are all connected and 
part of a bigger whole — the natural world. 
�at is why I have always worked to promote 
being organic and sustainable, we need to 
respect this world we are a part of.

Collaboration is central to 
your approach. What makes 
for a successful creative 
partnership with a client or 
artisan?

I work with fantastic contractors, masons, 
and carpenters, who are artists themselves, 
and can interpret my concepts, solve chal-
lenges my designs potentially create, and are 
good at rolling with changes. My favorite 
client has ideas of their own, and at the same 
time, is open to my ideas and aesthetics. It 
is part of my creative process to be open to 
their ideas as well.

What are some of the unique 
challenges of working in the 
coastal environments of the 
Hamptons?

Deer.

Looking ahead, what excites 
you most about the future of 
landscape design here on the 
East End?

I am excited about the growing acceptance 
of the need to be sustainable and organic 
in the landscape. Clients are so much more 
interested in working towards that than 
they were when I �rst started my business. 
It is great to witness the ideals of a beautiful 
landscape, growing, changing, and evolving, 
in the same way that a beautiful landscape 
does.

To learn more, visit 
geo�reynimmerlandscapes.com.

Photos by Ty Wenzel
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Giovanna 
Fiorello
Designing With Purpose, 
Building With Passion

By Ty Wenzel

Giovanna Fiorello of Fiorello 
Designs brings creativity, con-
struction know-how, and a love 
of collaboration to her projects. 

From an interest in high school to a job in the 
Hamptons construction scene, Giovanna’s 
path took her from architecture and inte-
rior design to working with a builder before 
launching her studio. At Fiorello Designs, 
Giovanna believes in the marriage of design 
and function, creating spaces that are beauti-
ful and functional. Her passion for bridging 
the gap between the two is only matched by 
her passion for supporting women in con-
struction. Today, Giovanna leads a studio that 
specializes in thoughtful, detailed design — 
spaces that not only look good but also feel as 
good as they look.

Can you tell us a little about 
your journey — how did you 
get started in design, and 
what led you to launch 
Fiorello Designs?

My interest in design really began in high 
school when I took an intro to architecture 
class — it completely changed the way I saw 
the built environment and sparked a curiosity 
that stuck with me. � at experience led me 
to pursue my Bachelor’s in Interior Design 
at New York Tech, where the program was 
closely tied to architecture. It gave me a 
strong foundation in both the creative and 
technical sides of design, and helped shape 
the way I approach projects today.

A� er graduating, I jumped straight into 
working with a builder in the Hamptons. � at 
role was incredibly formative — it pushed 

me to truly understand construction and how 
design decisions translate into real-world 
execution. I gained hands-on experience 
and developed a deeper appreciation for the 
collaborative process between designers, 
builders, and clients.

Launching Fiorello Designs was a natu-
ral next step. I wanted to create a studio 
where thoughtful design and function come 
together, and where I could bring a more 
well-rounded, detail-oriented perspective to 
every project.

What inspired you to focus 
on bridging the gap between 
construction and design?

When I started working with a builder in the 
Hamptons right a� er college, I was thrown 
right into the construction side of things — 
and honestly, it was one of the best things 
that could’ve happened. Being on-site and 
involved in the day-to-day gave me a much 
clearer understanding of how designs come 
to life. I started to see how important it is for 
designers and builders to work together from 
the beginning.

� at experience inspired me to focus on 
bridging that gap between construction and 
design. I realized that great design isn’t just 
about how something looks — it’s also about 
how well it functions and how seamlessly it 
can be built. At Fiorello Designs, I try to bring 
both sides of that equation together, so every 
project feels intentional, cohesive, and actu-
ally doable.

Fiorello Designs champions 

the advancement of women 
in the construction industry. 
Why is that mission so 
important to you personally?

� is mission is personal to me because I’ve 
experienced what it’s like to be one of the few 
women on a job site. Early in my career, I had 
to work a little harder to be taken seriously, 
and that stuck with me.

� rough Fiorello Designs, I want to help 
change that narrative. Representation matters 
— when women see other women succeeding 
in construction and design, it opens doors. 
Supporting and championing that visibility is 
a big part of why I do what I do.

What are some of the biggest 
challenges women still face in 
the construction space, and 
how is Fiorello Designs 
helping to change that?

One of the biggest challenges women still face 
in the construction space is being under-
estimated or not taken seriously, especially 
in roles that involve leadership or technical 
knowledge. � ere’s still a gap in representa-
tion, which can make it harder for women to 
feel seen, heard, or supported on job sites and 
in decision-making roles.

At Fiorello Designs, I’m committed to chang-

ing that by showing up con� dently in those 
spaces, advocating for collaboration and 
respect across all teams, and mentoring other 
women who want to enter the � eld. It’s about 
creating visibility, building trust through ex-
pertise, and helping pave the way for a more 
inclusive and balanced industry.

How would you describe your 
design philosophy in one 
sentence?

I believe great design should feel e� ortless 
and inviting, striking a balance between beau-
ty and function while re� ecting the personali-
ty of those who live there and resonating with 
everyone who walks through the door.

Are there any exciting 
projects you’re working on 
right now that you can share 
with us?

Yes! I’m currently working on a few really 
exciting projects that I’m genuinely thrilled 
about. One of them is a new construction 
from the ground up that’s fully customized 
with an insane level of detail, and honestly, it’s 
the kind of project I couldn’t have imagined 
being a part of when I � rst started out. It’s 
been such an inspiring and rewarding experi-
ence to help shape every inch of it.

We’re also working on a couple of other builds 

where I’ve been involved from the very begin-
ning, which I love because it allows for a truly 
integrated design approach from framing to 
� nishes. Each project has its personality, and 
that’s what keeps the work so exciting.

And beyond client work, there’s something 
special brewing behind the scenes — some-
thing I’ve been dreaming up for a while now. 
I can’t share much yet, but it’s a new way to 
bring the Fiorello Designs vibe into more 
people’s homes in a really fun, unexpected 
way.

We’re always posting behind-the-scenes mo-
ments and real-time updates on Instagram, so 
de� nitely follow along if you want to see more 
of what’s coming!

Team Perfido - Hamptons Specialists
We will take your investments to market locally and globally.

NestSeekers President Award 2024
NestSeekers Top Teams and Agent Sales Awards, 2020 - 2023
Record sales prices broken in multiple waterfront neighborhoods

Selling over $35 million in New Development Condominiums in record time

Featured: 52 Village Green Drive | $1,100,000

Southampton Pointe, Southampton
50 Unit Condo Community by Fairfield Properties

Over $35 Million in Condos Sold
37 Total Transactions in the Last Two Years

777 Dune Road, Westhampton Beach
7 Beds | 6.5 Baths | 4,713 Sq Ft | 0.64 Acres

Sold $5,800,000 - Record Sale for Area
785 Dune Road, Westhampton Beach

6 Beds | 5 Baths | 4,610 Sq Ft | 0.35 Acres

Sold $5,800,000 - Record Sale for Area

43 Sunset Ave, East Quogue
4 Beds | 3 Baths | 2,100 Sq Ft | 1 Acre

Sold $2,300,000

SALES AND EXCLUSIVES

25 Bay Street, Southampton
6 Beds | 6.5 Baths | 6,000 Sq Ft | 0.44 Acres

Sold $10,000,000 - Record Sale for Area

375 Dune Road, Westhampton Beach
5 Beds | 6 Baths | 4,004 Sq Ft | 0.74 Acres

Sold $6,700,000

GIVE US A CALL!
Lisa Perfido
631-258-0184

Suzanne Sienkiewicz
516-885-7391

Tom Ratcliffe
631-463-5501

TeamPer f ido@Nes tSeekers .com

EXCLUS I V E  FOR  SA L E

Photos courtesy Fiorello Designs
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Hamptons Commercial Offerings
Inquire For Additional Information & to Discuss Exclusive Off-Market Opportunities.

Hal Zwick, Jeffrey Sztorc, Licensed Real Estate Salespersons. Real estate agents affiliated with Compass are independent contractor sales associates and are not employees of Compass. Equal Housing Opportunity. Compass is a licensed real estate broker 
located at 90 Fifth Avenue, 3rd Fl. NY, NY 10011. All information furnished regarding property for sale or rent or regarding financing is from sources deemed reliable, but Compass makes no warranty or representation as to the accuracy thereof. All property 
information is presented subject to errors, omissions, price changes, changed property conditions, and withdrawal of the property from the market, without notice. To reach the Compass main office call 212.913.9058.

Hal Zwick
Licensed RE Salesperson
hal.zwick@compass.com
631.678.2460

Jeffrey Sztorc
Licensed RE Salesperson
jeffrey.sztorc@compass.com
631.903.5022

@hamptonscommercialre   |   hamptonscommercialre.com 

32 Park Pl, East Hampton

Multi-Tenant Investment Property For Sale.
East Hampton Business District.

FOR SALE 105-107 Newtown Ln, East Hampton  

Showcase Mixed Use Compound w/ Impressive
NOI at the Gateway to East Hampton Village.

FOR SALE

84 S Emerson Ave, Montauk

Pristine Oceanfront Hotel in Montauk's Downtown Core
With 26 Keys & In Ground Pool in a Fantastic Location.

FOR SALE 1970 Montauk Hwy, Bridgehampton

Iconic Bridgehampton Restaurant & Full Scale Bakery
w/ an Apartment, Acreage, & Prominent Visibility.

FOR SALE 

1-15 Hill St & 1-17 Windmill Ln, Southampton    

The New Commercial Hub of Southampton Village.
Highly Visible Multi-Tenant Complex.

FOR SALE 33 W 2nd St, Riverhead

Prime Office Investment in Riverhead
Stabilized Sale Leaseback in Key Opportunity Zone.

SALE LEASEBACK

32 Lighthouse Rd, Hampton Bays

Waterfront Restaurant (Leased) & 13-Key Resort.
Incredible Sunset Views Over Shinnecock Bay.

FOR SALE 363 Beach Rd, Hampton Bays

Waterfront Hospitality Venue With Sweeping Ocean
Views From Wraparound Decks - 525 Person Capacity.

FOR SALE / LEASE
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Real Estate 
Confab
Navigating The Evolving 
Hamptons Market

By Ty Wenzel

In this roundtable discussion, Hamp-
tons brokers discuss how the buyer 
pro� le has changed since 2020, and 
what they wish more buyers and 

sellers understood about the current East 
End market. � ey cover changing priorities 
and lifestyle desires to the more complex 
needs of today’s luxury buyers, and give us 
a behind-the-scenes view of what’s really 
in� uencing the Hamptons real estate land-
scape in 2025.

John Healey, 
Saunders & Associates

I would like to see buyers have more faith in 
agents’ knowledge and recommendations. 
Granted, the agent has much to do with that, 
which is why a veteran agent is so valu-
able to the process. � ere is a great deal of 
information out there with straightforward 
accessibility; however, that information is 
less � ltered than the buyer knows, and that 
is where the agent is so important for quality 
guidance through a very � uid process of 
purchasing an “investment” in the Hamp-
tons. � e sellers, too, should use the agent as 
a con� dant with good experience and trust-
worthy suggestions. When listing a property, 
o� en there is a formula that includes proper 
presentation of the product, and that goes 
for sales of any product. Proper presentation 
and use of high-quality marketing will speed 
up the process to a successful closing, but 
it is still imperative to “listen” and not just 
“hear” the agent. Again, the veteran agent 
has seen many di� erent scenarios and knows 
how to navigate successfully.

� e buyer pro� le has adjusted with the 

market news as always; however, new con-
struction seems to be what 80-90% of the 
buyers are most interested in. Luxury Buyers 
seem more satis� ed with a fully functioning, 
ready-to-use new product over a renovation 
or project. Budgets become � exible based 
on the quality of the location and construc-
tion. New construction has become very 
expensive, and having an agent with good 
construction knowledge is imperative when 
heading in that direction. � e demand for 
new construction in the past 5-7 years has 
brought about many new building com-
panies out here, and the assistance from a 
veteran agent who also knows construction 
will ensure more satisfaction in the end. 
Today’s buyers seem to have more patience 
with new listings than in the past. Living 
in and becoming part of the Hamptons’ 
landscape has become more expensive than 
ever, so the investment needs more scrutiny, 
and with that, I see buyers taking more time 
viewing properties to make a � nal decision. 
It’s smart, just like investing in any luxury 
property.

Margot Reutter, 
The Corcoran Group

Luxury buyers are ultimately looking for 
homes that align with what matters most 
to them, whether that’s lifestyle, location, 
or long-term value. In many cases, they’re 
thinking generationally. Out here in the 
Hamptons, properties o� en go beyond 
function and are viewed as assets of passion, 
much like art.

� ere’s an emotional layer to the investment. 
� ese aren’t just houses, they’re the back-

drop for life’s most meaningful moments. 
Families are gathering, spending real time 
together, creating core memories. � ey’re 
celebrating milestones, hosting close friends, 
and enjoying a level of privacy and peace 
that’s increasingly rare.

When a buyer � nds a home that resonates 
with their values and vision, where they can 
picture their kids growing up, summer tradi-
tions forming, or even passing it down, it 
becomes something more enduring. In that 
sense, value isn’t just about appreciation on 
paper. It’s about the richness of experience, 
the lifestyle it enables, and the legacy it can 
represent.

� e buyer pro� le out here in the Hamptons 
has remained remarkably consistent over 
time. At the core, it’s people who truly enjoy 
life and beauty, people who value nature, 
architecture, art, and time well spent with 
family and friends. I’m truly grateful for the 
opportunity to share this with my clients 
and new friends.

Judi Desiderio, 
William Raveis

� e Hamptons market is very unique. Each 
hamlet is di� erent, and within each hamlet 
the di� erent price ranges vary. � e reports 
that William Raveis puts out, and I have 
been writing for over 30 years, tell you 
where the bulk of the business is and where 
the exceptions are. For buyers and sellers, 
the key would be hiring the right broker 
with the experience and knowledge neces-
sary to help guide them through the process. 
Just like a great attorney or a great invest-
ment banker, they’re worth their weight in 
gold.

� e pro� le of today’s buyer in the Hamptons 
varies within each marketplace. Certain 
markets are seeing the demographic age-
wise changing, but for the most part, the 
cost of getting into the Hamptons market is 
cost-prohibitive to most. Buying a second or 
a third home with a median home sale price 
of over $2 million truly separates popula-
tions. I think our sliver of heaven out here 
caters to the one percent.

Dana Trotter, The Agency

I wish more buyers and sellers understood 
just how important relationships and 
reputation are in the Hamptons market. For 

buyers, working exclusively with one experi-
enced, well-connected broker is key — good 
brokers have access to everything, even 
before it hits the market. Loyalty goes a long 
way here; when a buyer commits to a trusted 
broker, that broker can truly advocate for 
them and leverage strong relationships to 
open doors that might otherwise stay closed.
For sellers, choosing the right listing agent 
is equally critical. � e agent you work with 
should not only know the market but also 
have strong ties to the community and other 
brokers. � ose relationships can make all the 
di� erence when it comes to exposure, nego-
tiations, and ultimately closing the deal.
At the end of the day, working with someone 
who’s experienced, dedicated, and ego-free 
— someone who’s solely focused on your 
best interests — can mean the di� erence 
between just listing a property and getting a 
deal done.

Since 2020, the Hamptons buyer has become 
more discerning and lifestyle-focused. To-
day’s luxury buyers aren’t necessarily chasing 
the traditional “south of the highway” status 
— they’re much more open to properties in 
quieter, less conventional locations that o� er 
privacy, character, and a more personalized 
experience.

Instead of cookie-cutter homes, buyers 
are gravitating toward properties that feel 
special and unique — homes with custom 
� nishes, thoughtful design, and a sense of 
individuality. Amenities matter more than 
ever: buyers are looking for elevated features 
like home gyms, wellness spaces, luxuri-
ous outdoor living areas, outdoor kitchens, 
spa-like bathrooms, and � re pits that extend 
the living space well beyond the walls of the 
home.

It’s no longer just about square footage or 
location — it’s about lifestyle, quality, and a 
connection to the space.

Chris Ritchey, Compass

� e Hamptons market is hyperlocal and, of 
course, seasonal. Every village and hamlet 
has its rhythm, pricing nuances, and buyer 
pool. What’s happening in East Hampton 
can be very di� erent from what’s happening 
in Sag Harbor or Amagansett, even though 
they are just a few miles apart. Timing also 
plays a big role. � e market behaves di� er-
ently in spring versus late summer or mid-
winter. For sellers, pricing correctly from the 

start is crucial in this discerning market. No 
one has to buy a second (or third, fourth…) 
home, so buyers are willing to wait for a 
house that � ts their needs and pricing. And 
for buyers, coming prepared with � nancing 
in place and a clear understanding of what 
you’re looking for can make all the di� er-
ence when the right property comes up. It’s 
a beautiful place to own property, but in a 
competitive market, local knowledge truly 
matters.

Since 2020, the Hamptons buyer pro� le has 
shi� ed toward younger design profession-
als, especially from tech and the creative 
industries. � ey are using their homes year-
round rather than just seasonally. Because 
of this, today’s luxury buyers want turnkey 
properties with indoor-outdoor living and 
wellness amenities like gyms, saunas, and, 
for the o�  season, � replaces and tricked-out 
garages. Privacy, home tech, and features 
like EV chargers and solar are high on the 
list. � ere’s a strong preference for fully fur-
nished, move-in-ready homes in the current 
market, especially as pricing for renovations 
and furnishing a home has increased with 
the current tari� s.

Peter McCracken, 
The Corcoran Group

Stop relying on Zillow! Yes, it gives a good 
“base” for a price, but Zillow can be o�  by 
as much as 50%. To my knowledge, I have 
never heard of Zillow entering a house or 
looking at the property. Zillow is great for 
the up-island neighborhoods where there 
are many of the same houses located in the 
same neighborhoods. What Zillow is good 
for is a� er the property has sold, it does give 
an accurate sale date and price. As well, the 
Hamptons market is a secondary market, 
and sellers have to remember that most 
likely, this will be a buyer’s second, vacation 
home.

Absolutely, the buyer pro� le has changed 
since 2020. During the pandemic, buyers 
just wanted to get out of the city and get 
to the country, and were willing to do a 
renovation at a later date. � e buyers now 
are primarily looking for a move-in-ready 
home. A� er the pandemic and with all of the 
supply problems, buyers are not ready, as of 
yet, to do major reconstruction. � ey just 
want a “spec” house or a home that has been 
renovated to just move in and not deal with 
the hassles of renovating.

Media Sponsor

FRI, JULY 18TH 5:30PM-9PM AT THE CENTER
RESERVE TICKETS

WWW.BHCCRC.ORG

PARTY WITH US TO THE RHYTHMS OF

LATIN AMERICA!
JAZZ SOUL CELEBRATION
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OPENING NIGHT GALA
SATURDAY, JULY 12, 2025

VIP HOUR 5-6PM; TICKETS $500
GENERAL ADMISSION 6-9PM; TICKETS $300 

FOUNDER & CHAIR
IRIS DANKNER

DESIGN CHAIRS
CAMPION PLATT 

CHRISTIAN SIRIANO
ANDREA STARK

PHILANTHROPY CHAIR
JEAN SHAFIROFF

OPEN TO PUBLIC
JULY 13-AUGUST 17

THURSDAY-SUNDAY; 11AM-5PM

FOR TICKETS & MORE INFO: HOLIDAYHOUSEHAMPTONS.COM | @HOLIDAYHOUSEDESIGNS
FOR PARTNERSHIP INQUIRIES: INFO@HOLIDAYHOUSENYC.COM

HOLIDAY HOUSE HAMPTONS
DESIGNER SHOWHOUSE

MORE THAN 20 TOP DESIGNERS CREATE STUNNING SPACES IN THIS LUXURY 
EAST END ESTATE TO BENEFIT THE BREAST CANCER RESEARCH FOUNDATION®

392 SEVEN PONDS TOWD RD

WAT E R  M I L L ,  N Y
BENEFITINGDEVELOPED BY

SPONSORS

*SPONSORS AS OF 06/10/2025*

PHOTO COURTESY OF BESPOKE

James 
Lane Fest
A weekend of art, dining, and wellness 
with James Lane Post at the Southampton Inn

Saturday, November 1 to Sunday, November 2

Tickets are available starting August 1, 2025  •  jameslanepost.com

Join us for a weekend that includes: 

• Cookbook Authors Brunch & Book Signing at the Southampton Inn featuring chefs 
Lidia Bastianich, Palak Patel, Dennis Prescott, & Joni Brosnan

• Palette to Palate Artist Dinner & Exhibit curated by Kara Hoblin of North Fork Art Collective

• Signature WAVE Wellness Class led by Co-Founder Lisa Zaloga, featuring a wellness discussion 
with founders Stephanie Esposito & Lisa Zaloga of WAVE Wellness, Amanda Duckstein of Shadowbox 
Pilates, and Andrea Fornarola of Elements Fitness Studio, moderated by Vanessa Steil

... plus more to be announced.
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LOUIS BOUGATSOS
LIC. REAL ESTATE 

SALESPERSON
631.506.1008

JESSICA BELL 
LIC. REAL ESTATE 

SALESPERSON
917.969.1643

DENISE BORNSCHEIN
LIC. REAL ESTATE 

SALESPERSON
631.871.6201

RACHAEL HULSE
LIC. REAL ESTATE 

BROKER
631.902.0488

RICHARD RAWDIN 
LIC. REAL ESTATE 

SALESPERSON
631.680.7205

.

STUNNING NEW CONSTRUCTION 
IN QUIOGUE — NEAR THE VILL AGE OF 

WESTHAMPTON BEACH — BY TOPAZ BUILDERS
5 BEDROOMS • 4.5 BATHS

4,000 SQ.FT.  • 1800 SQ.FT.  BASEMENT 
9ʼCEIL INGS • SHY 1/2 ACRES 

HEATED GUNITE POOL
$3,200,000

RACHAEL HULSE
LICENSED REAL ESTATE ASSOCIATE BROKER

631.902.0488

COLDWELL BANKER RELIABLE REAL ESTATE
•  C O L D W E L L B A N K E R H A M P T O N S . C O M  •

WESTHAMPTON BEACH

631.288.0400

HAMPTON BAYS

631.728.8070

SOUTHAMPTON 
VILLAGE

631.287.7707

NEW YORK CITY           

718.921.3100

BAY RIDGE
BROOKLYN

718.921.3100 

BENSONHURST 
BROOKLYN

718.921.3100

BEDFORD 
STUYVESANT

718.921.3100

Prestige • Pedigree • Power
THE GLOBAL LUXURY DIFFERENCE

Prestige • Pedigree • Power
THE GLOBAL LUXURY DIFFERENCE

MARIA KEMP 
LIC. REAL ESTATE 

SALESPERSON
917-860-2965

A  B O U T I Q U E  O F F I C E  W I T H  A  G L O B A L  R E AC H
9 1  J O B S  L A N E ,  S O U T H A M P T O N ,  N Y  1 1 9 6 8
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Real estate agents affiliated with The Corcoran Group are independent contractors and are not employees of The Corcoran Group. Equal Housing Opportunity. The Corcoran Group is a licensed RE broker located at 590 Madison Ave, NY, NY 10022. . All information furnished regarding property for sale or rent or regarding financing 
is from sources deemed reliable, but Corcoran makes no warranty or representation as to the accuracy thereof. All property information is presented subject to errors, omissions, price changes, changed property conditions, and withdrawal of the property from the market, without notice. All dimensions provided are approximate. 
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Find your home in the Hamptons.
<SCAN here to learn more

Quoge Estate Section SouthamptonVillage
Experience modern luxury in Quogue’s Estate Section | Recently renovated 
5 BR | 6 BA | Renovations include new kitchen, baths and mechanics | On 
over an acre | Multi-level decking | Heated pool & spa | 2-car garage | Perfect 
vacation retreat in coveted location | $5,250,000 | Web# 917026
DEIRDRE M. JOWERS : 631.943.1629

Exquisite 1820’s traditional home brilliantly envisioned and completely 
restored | 4 BR | 5.5 BA | 2,700 SF | Wide-plank flooring | .45-acre | 
Heated gunite pool with bluestone surround | 2-story pool house | Stone 
patio and wraparound deck | $5,750,000 | Web# 923388
JASON B. SCHOMMER : 917.553.7383

East Hampton Village South Southampton Village South

Ditch PlainsPrivacy in Southampton

18 Egypt Close, in the heart of the village | Meticulously renovated on lush 
builders acre | 6 BR | 7 full & 2 half BA | Gunite saltwater pool | Guest 
cottage $9,500,000 | Web# 919972
THE HAMPTONS TEAM : 631.553.7324 

State of the art home | 6 BR | 7.5 BA | 5,300 SF | Finished lower level with 
media area, wet bar | wine storage | .33-acre flag lot | Heated gunite pool 
Immediate proximity to village and ocean | $6,950,000 | Web# 914409
SHAUNAGH M. BYRNE : 516.729.1713

Montauk Shores | Renovated beach bungalow for year-round living | 2 BR 
1 BA | Vaulted ceilings | Gated community offer 2 pools, club house, garden 
and play ground  $585K | Web# 912897
BETSY CRONLEY : 516.220.7901  Lic. as Elizabeth Cronley

Move-in ready | 4 BR | 3 BA | Finished lower level with infared spa | Heated 
pool | Meticulously landscaped | 2-car garage | Easy access to ocean and 
bay beaches | Many extras | $2,395,000 | Web# 922757
JENNIFER MAHONEY : 631.495.0543

Close to beach and village | 5 BR | 6 full & 2 half BA | 7,000 SF | Open fl oor 
plan designed for entertaining | 2-acres of manicured lawn | Gunite pool 
and spa | Tennis court | New pool house | $175K July | Web# 79337
MARCELLA O’CALLAGHAN : 516.650.1610

Georgica Estates Condo Perfection

Quogue Village Landmark Home

Bright and beautiful turn-key condo | 4 BR | 4 BA | Modern gas fi replace 
Dry bar | Chef’s kitchen with glass breakfast bar | Wrap-around deck  
2-car garage | Central vac | Community includes tennis court, pool 
and stylish clubhouse $2,500,000 | Web# 917224
MERLE BUFF : 917.538.9509

Former windmill carriage house on 1.87-acres | Meticulously restored | 4 BR 
3.5 BA | 3,290 SF | Stunning stone fireplace | Brick terrace overlooks heated 
gunite pool | Potential for expansion | Approved variance for 1,860 SF 
guest house | $5,600,000 | Web# 920430
JASON B. SCHOMMER : 917.553.7383

Secluded East Hampton Home
One-of-a-kind, stylish home | 4 BR | 4 BA | 4,000 SF | Open concept 
floorplan | 2.9-acres | French Bistro style chef’s kitchen | Screened porch 
2-car garage | Pool | Deck | Moments from both Sag Harbor and East 
Hampton Villages | $2,950,000 | Web# 917427
GREG SCHMIDT : 917.848.4918; JACQUELINE DUNPHY : 631.324.1820

Sag Harbor Zen

23 Bittersweet Lane, Amagansett North

Fully renovated with top of the line amenities | 3 BR | 4 BA | 2,725 SF 
.43-acre | Heated gunite pool/spa with lush gardens | Finished lower 
level with media room, theatre, office, bath | $5,495,000 | Web# 735272
SHAUNAGH M. BYRNE : 516.729.1713

Property is ready for the construction of a stunning 7,800 SF modern 
residence designed by West Chin Architects | Plans and permits in place  
2-acres | Ideally located just minutes from pristine bay beaches, village 
and local farm stands | Rendering | $3,500,000 | Web# 921877
THE HAMPTONS TEAM : 516.971.5885

Southampton Estate with Pool & Tennis
Rental




