
EDITORS’ NOTE Leland Lewis has 
spent the vast majority of his ca-
reer with InterContinental Hotels & 
Resorts. He also held positions at 
the Four Seasons in Chicago, New 
York, and San Francisco. Lewis re-
cently rejoined the InterContinental 
The Barclay New York, where he 
started his InterContinental career 
as Director of Marketing in 1983.

PROPERTY BRIEF The 686-room 
fl agship hotel for InterContinental 
Hotels & Resorts in North America, 
the InterContinental The Barclay New York 
(www. new-york-barclay.intercontinental.com), 
is located on 48th Street just off Park Avenue 
in the heart of midtown Manhattan’s East Side. 
The hotel is steps away from numerous Fortune 
500 company headquarters, Fifth Avenue 
and Madison Avenue shopping, fi ne dining, 
Broadway theaters, the Chrysler Building, 
Grand Central Terminal, world-famous muse-
ums, and Rockefeller Center.

How have current economic conditions af-
fected The Barclay?

this past year, we’ve seen change in 
business coming from fi nancial institutions. 
however, we have great relationships with non-
fi nancial service companies and an excellent 
rapport with international tour operators and 
travel companies that bring visitors from europe 
and the rest of the world. so what we’ve lost 
from the fi nancial industry, we have replaced 
with other market segments.

How much of your clientele is tourists 
versus businesspeople?

our international tourism segment is ac-
tually increasing now, particularly in view of 
the current valuation of the u.s. dollar against 
foreign currencies. we expect that market to 
diminish for 2009 and possibly longer. this 
is motivating us to promote to industries that 
are more recessionproof. For example, sport-
ing events are very attractive to us. we did a 
large program with major League baseball this 
year in conjunction with the all-star game at 
yankee stadium. it was a huge success, as was 
this year’s u.s. open and the new york city 
marathon. we’re trying to participate in coop-
erative events of this type and develop new 
business from nontraditional corporations and 
associations.

How challenging is it to differ-
entiate among competitors?

the most critical factor is our 
location. and we’re a fi ne hotel, our 
service culture is strong, and our aver-
age staff tenure is 15 years. we’ve got 
a stable veteran staff and a manage-
ment team dedicated to the mission of 
operating hotels that guests love. the 
barclay is unique; we have history, 
tradition, and heritage. that is what 
we believe guests want to experience 
when visiting new york. the grandeur 
of our lobby, fi ne cuisine, and dedica-

tion to service makes the barclay a memorable 
new york experience.

How much of a focus are spa and fi t-
ness facilities at The Barclay?

they are important elements moving for-
ward, because people want to be pampered, 
and quality of life is a priority for most of us. 
we just recently renovated our fi tness center by 
increasing its size, adding all new equipment, 
and renovating the sauna, steam, and massage 
rooms. guest response has been very positive.

How much of an impact has technol-
ogy had on the property?

technology is changing so rapidly that it’s 
hard to stay on the cutting edge. in our newer 
hotels, everything is state of the art, but in the 
barclay, built in 1926, the infrastructure is older 
and somewhat more challenging to work with. 
of course, we offer electronic room keys and 
safes, movies on demand, high-speed internet, 
and wi-Fi, all of which are expected by our cli-
entele. all of our back-of-the-house and prop-
erty management systems are top of the line as 
well. our concierge Lounge is unique and offers 
four touch-screen computers to help guests do 
research on all that new york has to offer. this 
year, we plan to offer a kiosk for self check-in 
and check-out. we are considering other gad-
gets, like handheld gpss that would help our 
guests locate and explore facilities around the 
city. For the time being, we rely on our tradi-
tional guest services like concierge and guest 
relations to fulfi ll these needs.

Why have you focused so much atten-
tion on renovating?

the barclay has a long-held reputation as a 
new york “grande dame,” so we are obligated 
to meet high guest expectations. that requires 
us to keep these older facilities fresh and pris-
tine while upgrading to evolving technology 

levels and meeting service demands. we can’t 
stay competitive without doing so. in 2009 and 
2010, we will spend $7 to $9 million to refurbish 
guest rooms with new carpets, bedspreads, cur-
tains, and wall coverings. while we could do a 
more extensive refurbishment, we fi nd it close 
to impossible to take too many guest rooms out 
of inventory because of high demand. we ran 
close to 94 percent occupancy in 2008, and if 
the economy rebounds soon, we expect a simi-
lar result for 2009. it’s a good problem to have.

Is it important for InterContinental 
hotels to have a consistent feel across the 
board?

that’s certainly what we want, and 
intercontinental does this well. our hotels can 
be historic, ultramodern, or somewhere in be-
tween, but they all provide the intercontinental 
experience. the standards are more uniform 
than ever before, so the feel to the guest is 
familiar and predictable even as each hotel 
represents its own location. all have priority 
club check-in, a special guest relations staff for 
vips, and a uniquely well-designed concierge 
service. all of our guest rooms are consistent in 
terms of quality of linens, amenities, collateral, 
and services.

How has the role of General Manager 
evolved?

the role of a general manager has never 
been more complex. while the traditional inn-
keeper’s roles of greeting guests, solving guest 
issues, and managing a team are still important, 
more is required today. we also have to be well 
versed in marketing, revenue management, and 
forecasting accuracy. the emphasis on the fi -
nancial side of the business is critical. the need 
to change strategies and tactics is a daily chal-
lenge and a critical ability if targets are to be 
met. if i had one essential recommendation to 
make to new gms, it would be to hire the most 
knowledgeable department heads you can fi nd. 
surround yourself with expertise.

Do you take time to appreciate your 
successes, or are you always looking for-
ward to future challenges?

i’m goal oriented in terms of meeting a 
challenge and reaching the targets. our entire 
team is competitive – we like to win. and we 
do celebrate our successes. it’s a way to team 
build and keep us motivated as we move on to 
the next challenge.•
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