
 

 
 

GLOBAL HOTEL ALLIANCE REPORTS DOUBLE-DIGIT REVENUE GROWTH IN Q2 
DELIVERING STRONG H1 RESULTS 

 
●​ Total revenue generated by GHA DISCOVERY members increased by 11% year-on-year to 

reach US$858 million in Q2, lifting H1 total revenue to US$1.8 billion 
●​ Room nights booked by loyalty members rose by 21% year-on-year in Q2, reflecting higher 

occupancy and longer stays across member properties 
●​ Italy, Spain and Thailand ranked top 3 international stay destinations in Q2 
●​ GHA portfolio surpassed 1,000 hotel milestone in H1 2026 

 
Dubai, UAE, 13th July 2026:  Global Hotel Alliance (GHA), the world’s largest alliance of 
independent hotel brands, has announced double-digit growth across all key performance 
indicators in Q2 supporting positive momentum in H1 2026. 
 
Total revenue reached US$858 million, representing an 11% increase in Q2 2026 compared to the 
same period last year, while total revenue in H1 generated by the alliance's portfolio increased by 
17% year-on-year to reach US$1.8 billion, reflecting sustained demand across all regions. This 
performance was underpinned by a 21% increase in room nights in Q2 and 27% year-on-year in 
H1, highlighting increased guest loyalty and longer stays. 
 
Loyalty Engagement and Cross-Brand Bookings Drive Record D$ Redemptions 
The power of the GHA DISCOVERY loyalty programme was highly evident in Q2, with cross-brand 
revenue - generated by members booking stays at a GHA brand different from the one where they 
enrolled - surging by 32% year-on-year to US$132 million. This cross-brand activity represents 
highly incremental revenue for hotel owners, proving the value of the alliance's shared loyalty 
ecosystem.  
 
This engagement was mirrored by a 41% year-on-year increase in Q2 in total D$ redemptions, as 
members actively used their digital rewards currency to offset stay costs and experiential 
purchases.  
 
“Our Q2 2026 results demonstrate the continued strength of the GHA DISCOVERY platform and 
the value of our alliance model. Double-digit growth in total revenue, room revenue and 
cross-brand activity, despite the regional conflict in the Middle East, shows that members are 
continuing to travel, engaging more deeply across our brands, and delivering significant 
incremental revenue to our hotels,” said Chris Hartley, CEO, Global Hotel Alliance. 
 
International Leisure Travel Dominates Global Revenue Mix 
International travel remained the primary engine of growth for GHA in Q2 2026, accounting for 
US$476 million in total room revenue, a 12% increase year-on-year, representing 68% of total 
room revenue. International room nights and stays both posted strong gains, rising 21% and 22% 
respectively, as with long-haul journeys particularly popular. Domestic travel also showed robust 
momentum, with room revenue rising 16% to US$220 million. 
 
Members’ favourite destinations 
Destinations generating the most revenue from members’ international stays in Q2 2026 rankings 
were as follows: Italy took the top spot (+21% compared to Q2 2025), followed by Spain (35%), 
Thailand (+22%), the Netherlands (+9%), and the United Kingdom (79%). 
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US and UK top feeder markets 
The US remained the single largest international feeder market for GHA in Q2, generating US$86 
million, accounting for 18% of international room revenue. The UK was the second-largest source 
market, followed by China, Germany and Australia. 
 
Distinct travel flows 
US outbound travel was diverse, with particularly strong demand for the UK, Italy, the Netherlands, 
and Spain. UK travellers favoured European sun and culture, especially Spain and Portugal, 
alongside Italy, while Thailand dominated for their long-haul travel. German travellers preferred the 
Netherlands, Spain, Thailand, and Italy, while Australian members travelled to Singapore, 
Indonesia, Thailand, and Fiji as their preferred destinations. Chinese travellers enjoyed trips to 
Singapore, Thailand, and Malaysia among their main international destinations. 
 
Growing membership and portfolio 
Looking ahead to the second half of the year, GHA is well-positioned to maintain its growth 
trajectory. The 36% year-on-year increase in new member enrolments during Q2 2026 ensures a 
rapidly expanding audience of highly engaged travellers who will continue to fuel the alliance's 
performance.  
 
GHA continued to strengthen its global footprint during the second quarter, adding 27 new 
properties and surpassing the milestone of 1,000 hotels in the first half of 2026. This growth was 
supplemented by the addition of four new member brands - Almanac Hotels, Regal Hotels, STORY 
Hotels and TemptingPlaces Collection - further diversifying GHA's geographic reach and offering 
members an even wider choice of distinctive stay experiences around the world. 
 
“These results reflect the growing appeal of our global portfolio, the strength of demand for 
international travel, and the increasing loyalty of members who are choosing to stay within the 
GHA ecosystem more often. Despite ongoing market uncertainty, our sustained momentum - 
further reinforced by the strength of collaboration across our growing network of brands - gives us 
confidence in delivering another strong and resilient performance in the second half of the year." 
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For more information, visit Global Hotel Alliance and GHA DISCOVERY.  
 
GHA DISCOVERY is complimentary to join, and travellers can sign up online or download the GHA 
DISCOVERY app and register on their mobile phones. Travellers can also connect with GHA 
DISCOVERY on Instagram, Facebook and WeChat. 
 
Media contact:  
Global Hotel Alliance 
Andrea Krenn​  
M: +971566818025​  
E: andrea.krenn@gha.com  
 
 
About GHA and GHA DISCOVERY: 
  
Global Hotel Alliance (GHA) is the world’s largest alliance of independent hotel brands with 55 brands and 
1,000 hotels across 100 countries. Its award-winning loyalty programme – GHA DISCOVERY – provides 36 
million members with recognition, D$ rewards and exclusive experiences across its hotels and partners, both 
with and without a stay. 
 
Through membership in GHA, brands expand their global reach, drive incremental revenue and reduce 
dependence on third-party channels, all while maintaining management independence and individual 
positioning. For more information, visit globalhotelalliance.com or ghadiscovery.com. 

 

https://www.globalhotelalliance.com/
http://ghadiscovery.com/
https://www.ghadiscovery.com/member/create_account
mailto:andrea.krenn@gha.com
http://globalhotelalliance.com/
http://ghadiscovery.com/

