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Patrick Whyte:
Chris, thanks for joining me today. So our Hotel Investment Conference. What's GHA's proposition to the owners?
Chris Hartley:
Well, we're an alliance of 800 hotels. We have been around for 20 years, and we're working with a lot of owner-operators trying to help them reach new revenue streams in a cost-effective way by sharing customer data and also reducing the cost of acquisition, which is very important to independent hotel owners because every dollar saved is a dollar straight to their own pocket, their bottom line.
So we're very much there to help independents remain profitably independent. They've chosen not to be part of one of the big brand franchises. Those are the ones that are here in this market, particularly strong. So we're working with those owners to give them a way of effectively operating on a global basis, but to do so cost-effectively through a shared economy, if you like.
Patrick Whyte:
And the US market is dominated by brands, less independents here than maybe elsewhere in the world. What's kind of your strategy for growth over here?
Chris Hartley:
Well, the US is incredibly important to us. It's our number one market. Last year was about quarter of a billion dollars came out of the US, mostly international business. So for us to be able to capture the US audience is very important. US customers are traditionally very big into loyalty programs. And so, for us to have a strong loyalty proposition in this market is also important.
The challenge we have is we don't have enough hotels in North America. We have two great brands, Viceroy and Arrigo are based over here, and perform really well. They help us capture our US audience. We also got partnerships with cruise line, for example, Regent Seven Seas. Today we have 2.2 million US members who punch above their weight in terms of revenue performance.
But we want to see that grow, and the best way to grow would be to have some sort of relationship with a hotel brand over here or more hotel brands over here. And that's a challenge in this market, to be honest, because so many of the hotels are represented by one of the big brand franchises, part of those tables. And so, it's difficult to get into this market as a sort of international organization.
Patrick Whyte:
And what's the key proposition you'd be telling them to say what's the benefit of taking part of the inner GHA system?
Chris Hartley:
Well, the main thing is we're talking to asset owners, and we're saying, "Look, you have the ability to remain independent," which the likes of Arrigo have done. They're owned by KSL Private Equity, for example. They have retained independence as a small operator here in the US market. They're actually spread into Asia Pacific, where we're also representing them very well. And so, these are the types of brands that have decided that they want to grow and build the brand reputation without being part of one of the big operators. That's a cost decision largely.
But at the same time, you've got to be practical. You say, "Where are my international revenues going to come from?" And that's why we come in, and provide this collaborative network with a shared customer base. We've got 27 million customers that we share. But still, we're not able to compete in volume terms with Marriott and Hilton. However, we can compete on costs and a very effective loyalty program that is able to attract international business at a rate premium. And that's really what owners are looking for.
Patrick Whyte:
Exactly. Chris, thanks so much for your time today.
Chris Hartley:
Thank you. Pleasure.
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