
FOUR LEADERSHIP CONSIDERATIONS TO MAKE YOUR

HOTEL BUSINESS MORE SUCCESSFUL IN ASIA

The Asia Pacific region represents one of the largest 
growth opportunities for the hospitality industry. According 
to the World Travel & Tourism Council (WTTC), tourism 
in Asia generates $2 trillion — nearly one-tenth of the 
region’s GDP. The WTTC also reported that spending by 
corporate travelers alone was on pace to reach a record 
high of $1.18 trillion globally in 2014, 40 percent of which 
will be coming from Asia Pacific. In order to seize the full 
opportunity in this rapidly growing region, many senior 
leaders of hotel companies need to reexamine how they 
view their leadership talent. Here are four leadership 
considerations for companies to help make their 
businesses in Asia Pacific successful into the future. 

http://www.spencerstuart.com
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1. Recruit the right leaders.
This point is obvious, yet bears mentioning given the unique approach to recruiting talent that 
the Asia Pacific market requires. Most hotel companies, multinational corporations as well  
as emerging local players that are expanding internationally, are going after the same type of leader: 
an executive with the outstanding business and leadership skills combined with the ability to bridge 
the two cultures of headquarters (HQ) and the local market. These extensive requirements narrow  
the talent pool significantly. In order to attract the best leaders amid such a short supply and fierce 
competition, companies need to do the following:

 > Fit the job to the individual. Don’t design the job and find someone to fill it. That person may  
not exist or may not be available. Instead, it may be necessary to think in terms of multiple 
complementary roles rather than a single leadership position. For example, hire externally  
for a strategic executive who could lead the country’s operations, and supplement him/her  
with a COO-type executive who might come from HQ or an internal promotion. 

 > Be prepared to go outside the industry. To meet rapidly growing leadership needs, hospitality 
companies are now turning to other adjacent industries for what has traditionally been a very 
insular sector. In areas such as technology, marketing, human resources and finance, where there 
is a lack of local industry talent, some have pursued leaders from fast-moving consumer goods 
and multinationals in other sectors.  

 > Make the company as attractive as possible. Companies that have a clear and deep commitment 
to the region perform better in this “war for talent.” Industry companies have found that 
recognition as a company that is committed to the development and promotion of local talent 
gives them an edge. The attractiveness of the company can also be increased by delegating more 
decision-making responsibility at the country level, increasing the number of functions and the 
importance of the work being done in the country, and having the country head report to a senior 
level within the company.

2.  Build a local leadership pipeline rather than relying on talent from HQ to meet unique  
market needs.

As hotel companies seek the leadership talent they need in a competitive market, the challenge  
is exacerbated by the requirement for international corporations to maintain their brand standards 
while also understanding and addressing the diverse expectations of customers across different Asian 
markets. Each market within Asia has very different customer dynamics that need to be considered, 
and also significant differences between Asian and Western customers when it comes to overall 
service expectations. Deploying new leaders from HQ every few years will make it difficult to fully 
understand and respond to these complex and unique market needs. We have seen the industry  
begin to rethink its approach to recruiting and grooming talent for the future, striving to quickly  
build a cadre of local talent at all levels.
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3. Build Asia Pacific muscle in your HQ.
Gone are the days when multinational hotel organizations could view the region from afar and “let  
the local team deal with it.” Given the size, complexity and global aspirations of domestic companies, 
MNCs need to have senior, trusted executives at HQ who have on-the-ground Asia region experience. 
When MNC leaders lack confidence in their own knowledge of the market, it can slow down decision-
making. Much time can be wasted persuading HQ executives to take actions that are clear  
to in-country leaders. 

At the same time, another important development tool is giving high-potential leaders in local 
markets the opportunity to gain experience in the corporate office or in other regions. This 
opportunity can provide valuable experience for leaders in an increasingly global world. As Asia’s 
middle class continues to grow, Asian travelers will also account for a growing share of visitors  
to other regions, further reinforcing the importance of deploying regional knowledge at not only  
the HQ level, but across all regions around the globe. And, more broadly, Asia is poised be the largest 
single region and will continue to have the most growth potential over the next 10 to15 years. As a 
result, future senior leaders and even next-generation chief executive officers will likely need to have 
firsthand Asia region experience, a consideration that should be factored into succession planning 
and individual executive career paths.

4. Position the region appropriately within the organization.
Given the size of the opportunity, growth potential and long-term strategic significance, the  
region may be elevated beyond its current scale at some hotel companies. The region may report  
at a more senior level in the organization than its current contribution to the business might justify. 
This is appropriate for different reasons: perhaps because the market potential is huge, or because  
of the need to watch competitors that will be expanding to other markets. 

Looking ahead
There is no doubt that Asia represents one the most potent opportunities for the hospitality industry. 
However, many project that the local talent pool cannot keep pace with the region’s growth. Those 
companies that are best able to attract and groom talent will be the ones to harness that 
unprecedented market opportunity most effectively. 

This article was originally published on GlobalHotelNetwork.com.

http://www.globalhotelnetwork.com/
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About the Hospitality & Leisure Practice
Spencer Stuart’s global team of consultants specializes in hospitality and 
leisure and possesses a deep understanding of industry executives and 
their unique career interests and circumstances. We have unparalleled 
access to top talent through our relationships with hospitality and leisure 
firms around the world, with more than 400 senior executive and board 
director assignments over the past three years alone. Our consultants 
have the know-how to assess rapidly changing customer needs and locate 
visionary leaders with superior relationship skills, analytical sophistication, 
financial acumen and a best-in-class service orientation.

We have broad functional expertise across the following sectors: 

About Spencer Stuart
At Spencer Stuart, we know how much leadership matters. We are  
trusted by organizations around the world to help them make the  
senior-level leadership decisions that have a lasting impact on their 
enterprises. Through our executive search, board and leadership  
advisory services, we help build and enhance high-performing teams  
for select clients ranging from major multinationals to emerging 
companies to nonprofit institutions.

Privately held since 1956, we focus on delivering knowledge, insight  
and results through the collaborative efforts of a team of experts —  
now spanning 55 offices, 30 countries and more than 50 practice 
specialties. Boards and leaders consistently turn to Spencer Stuart  
to help address their evolving leadership needs in areas such as  
senior-level executive search, board recruitment, board effectiveness, 
succession planning, in-depth senior management assessment  
and many other facets of organizational effectiveness. 

For more information on Spencer Stuart,  
please visit www.spencerstuart.com.

© 2015 Spencer Stuart. All rights reserved. 
For information about copying, distributing and displaying this work,  
contact: permissions@spencerstuart.com.

Social Media @ Spencer Stuart
 
Stay up to date on the trends and topics that  
are relevant to your business and career.
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@Spencer Stuart

Amusement & Theme Parks Hotels & Resorts Tour Operators

Car Rental REITs & Real Estate Development Travel Distribution

Cruise Lines Restaurants & Foodservice Travel & Tourism

Gaming Ski Destinations & Resorts Vacation & Fractional Ownership
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