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Background Information

1.

The founding of the IHA International Hotel Alliance mainly aimed to improve hotels’
service quality and expand their market influence. Take Gloria Hotel Group as an example;
to meet customers' needs for convenient overseas hotel reservations, they founded their
own International Hotel Alliance (IHA). The members of this alliance include international
hotel management companies from different countries and regions, such as Omega Hotel
Management (OHM), Members of AlfaLand Group in Indonesia, Tang's Living Group in
Hong Kong, and Ion Delemen Hospitality in Malaysia.

The outbound tourism development 2024 shows a positive trend, especially in expanding
visa-free policies and recovering the tourism market. Here are some specific information
on outbound tourism policies:

The China Tourism Academy predicts that outbound tourists will surge to 130 million in
2024. This shows the strong recovery momentum of the outbound tourism market.

This means that citizens of these countries can travel to China more conveniently, and it
will also help promote tourism cooperation and exchange between China and these
countries.

In addition to the visa-free policies for the countries mentioned above, some countries and
regions also provide visa-free or short-term stay policies for Chinese citizens.

Chinese brands have started to go abroad and deepen their cooperation with foreign
counterparts.

Marketing Strategy

By establishing IHA, these hotels aim to increase brand awareness in their targeted markets, thus
promoting domestic and overseas online bookings and achieving higher guestroom revenue for
both home and abroad. In addition, IHA has also committed to assisting its members in exploring
and capturing potential business opportunities, sharing the latest market trends in the hotel industry,
and helping the members implement various promotional strategies. Meanwhile, IHA will
continue to recruit new members to expand its scale and strengthen its influence in the international
hospitality market. A joint promotion with preferential policies will be put online, and an all-
inclusive platform for reservations will be created, allowing pricing cooperation among hotels
from different countries and regions.

Outcomes
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Establishing the purpose of IHA for increasing brand awareness in their respective markets has
been accomplished.

Through joint branding and promotion, IHA members' customer resources have been diversified,
marketing costs have been reduced, and inbound tourism channels have been expanded.

Implications & Challenges

There still needs to be more IHA members, and the hotels from different countries under the
management of IHA are of various quality, so it is challenging to control the quality of the
promotions. The reservation procedure can take a long time, and these promotional policies can
be very much affected by the border-control policies of these countries.
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